Abstract
INTRODUCTION
Due to the increasing needs of mankind for various products of animal origin, there is an increase in the share of specialized breeds, in the production of meat and in the exploitation of sheep. The current orientation of the sheep-breeding countries towards meat production is mainly driven by high demand for this production and the favorability of agro-pedo-climatic factors. [5, 6] Sheep farming towards meat production is based on the precocity of the races specializing in this direction, most of which are formed in England under favorable climatic and vegetation conditions. From here they were spread all over the continents, except Africa. In addition to these specialized breeds, many mixed meat-wool species such as Corriedale, Ile de France, Targhee, Colombia, as well as mixed wool-meat breeds: Merinofleisch, Merinolandschaf, Poolwarth, etc., are exploited. [7, 8] In a paper published in 2017 Skapetas B. and M. Kalaitzidou showed that in 2013 the sheep population was at 1,172,833,190 heads globally, an increase of 10.7% compared to the stock in the year 2000 (1,059 .082.358 heads). [4] Numerous countries around the world practice crossbreeds between local breeds and specialized breeds in the meat production field, in order to improve the quantitative and qualitative meat production obtained from the local population's gene pool. The EU sheep meat sector can be described as vulnerable or sensitive. It faces a number of significant challenges: low farm income; poor financial sustainability; dependence on direct support; decreasing consumption; low productivity; higher producers' age. Some EU countries practicing industrial crossbreeds between different breeds with good skills in meat production, prolificacy, precocity and milk production, capitalizing the products obtained in the "meat direction" with maximum economic results. The structure of income in the sheep sector over the past 40 years has changed radically, the main share being the production of meet. Wool has become a byproduct or secondary production. [2] Trade in sheep meat can be said to be historically polarized from the south of the globe to its north. Thus, in 2014, the world's largest exporters of sheep meat were in order of their importance: Australia (40%), New Zealand (33%), Uruguay (2%), Argentina and Chile with less than 1% world trade. The average export prices of sheep and goat's meat by the main exporters were in 2014: Uruguay -4.3 €/ kg, New Zealand 4.7 €/kg, Australia 4 €/kg, Chile 4.2 €/kg and Argentina 3 € / kg. [13, 14, 15, 16, 17, 18] The factors that have influenced the world trade of sheep meat over time are: the price and the evolution of the exchange coins; the evolution of world demand; the development of cutting and conservation techniques; sanitary and veterinary requirements; structural changes in sheep meat production, such as competition from other species. [10] Recent developments in world trade in sheep meat show an increase in meat demand by the Chinese market, the Gulf of Persis. There is also an increase in New Zealand exports mainly to the Chinese market. It can be said that the EU is among the world's few small exporters of sheep meat, surpassed by Australia and New Zealand in 2014, followed closely by India, Uruguay, Pakistan, Namibia, Chile, USA and Argentina. [11] Estimates of the European meat market show that in 2025 there will be important changes in the imports of meat and livestock products. Thus world meat consumption is estimated to increase annually by 1.4%, annual world meat imports will also increase by 2.6%, while world meat consumption / capita will decrease by about 1 kg / 10 years, and total consumption will increase by 0.1% / year. There will be differences in meat consumption for different species. Expected to be a decrease in consumption of pork and beef, a more pronounced increase in poultry meat consumption and a slow increase in the consumption of sheep meat. [3] Although per capita meat consumption will fall slowly until 2025, however, global demand for meat will increase. International policies will have an inevitable impact on trade flows. In the EU demands for sheep meat are currently in difficulty, and demand and supply are also declining. Increased demand for sheep meat of the EU will be able to target the Gulf States in particular. Australia and New Zealand will continue to dominate the sheep meat market. [1] Average sheep meat consumption/capita in the EU (28) in 2017, was 1.9 kg.
[19] Average sheep meat consumption/capita at the world level in 2012 was 1.7 kg. It is expected to be 1.9 kg in 2024. [21] At the end of 2016 Romania exploits 12,330 thousand heads of sheep, which was still only 81% of the population in 1990 (15,236 thousand heads). The millenary tradition of exploiting this species, the love of the Romanian breeder towards the sheep and the growing demand for meat on the European and world market has led to the revival of this sector. [22] In Romania, local non-specialized sheep breeds are exploited on one of the requested productions. These breeds have been selected for over 50 years to enhance and improve wool production. Meanwhile, meat-milk production has been neglected, with no improvement programs in these areas until 2015. [5, 6] In Romania, the exploitation of a sheep breed for meat production does not correspond to the European carcasses classification system (SEUROP). Thus, carcasses from the Merinos de Palas race falls into U and R classes of 20%, O and P 80%. The carcasses from the Tigaie sheep are registered in the lower quality classes, namely U and R 10%, O and P 90%. In the Turcana breed over 95% of the carcasses are registered in the O classes. Classification of sheep carcasses is not mandatory in Romania.
[19]
MATERIAL AND METHOD
In order to analyze consumers' perception of the quality of sheep's meat and its consumption, a study was carried out with a questionnaire of 21 items. The questionnaire was completed by face-to-face interview and managed by a single interviewer for 46 people (administered between February and April 2018). At the end of the questionnaire respondents were asked to state their age, domicile (urban or rural), county, gender, nationality / ethnicity and the last graduate school. The elaboration of the questionnaire was based on the assumption that sheep meat is consumed in Romania, especially in the spring, in the form of "Easter lamb", which consumers buy directly from farm breeders or organized markets. Targets: frequency of sheep meat consumption; the form under which sheep are bought; the price they are willing to pay for buying a pound of meat; participation in sheep fairs or local gastronomy; the characteristics that meat needs to meet in order to be bought; attention to the appearance of meat preparations, their validity and information on nutritional value; categories of meat products made from sheep meat; the place /occasion where these sheep meat preparations were consumed; the sheep's meat dishes in the preferences list; knowing the benefits to human health of sheep meat consumption; identifying the main ways of promoting consumption of meat and meat products from sheep.
RESULTS AND DISCUSSIONS
It has been observed that 89% of respondents consume sheep meat. The sheep meat comes into the consumption of the respondents because it is appreciated as having a great taste and being healthy. Other reasons for consumption are meat flavor and curiosity. There is also a proportion of 13% of respondents who say they do not like this type of meat. About the frequency of sheep meat consumption, 19% of respondents say that they eat it occasionally, 10% 2-3 times a month. Only 7% of people say they consume it on a regular basis. There is also a group of 2.5% of those who consume sheep meat every week, but also 5% who did not eat meat from this species. The places where they supply sheep meat are very varied. A proportion of 10% of respondents prefer to buy it directly from the sheepfold, because they trust in the traditional sheep breeding system. Only 8% of those surveyed are sheep breeders themselves, while 5% of people buy sheep's meat directly from a farm. There are also people buying sheep meat in the supermarket (4%) or in the market (2%). As far as the interviewees are concerned, sheep's meat from farms is obtained from organic sheep, not in a traditional-extensive system (80.5%). There are also respondents who are not interested in the animal breeding system. They are willing to buy meat also from intensive farms. Those surveyed do not know the difference between the traditional-extensive growth system and the ecological growth system. Those interviewed believe that a better meat is obtained from animals fed with grass, in extensive systems. About 21% of respondents buy sheep's carcasses or carcass parts, and only 10% buy live animals. Most respondents prefer to buy young sheep meat (80.5%) and only 5% buy adult sheep meat. In general, the respondents are willing to pay between 18 and 25 lei / kilogram of sheep meat. This price corresponds to the current market prices for this type of meat. Approx. 66% of the respondents have friends or relatives who are sheep breeders, being familiar with the growth of this species. Participation in gastronomic events such as culinary exhibitions, fairs, festivals, etc. stimulates the consumption of sheep meat. Consumers have the curiosity to buy sheep meat (69%). They also have certain expectations regarding the organoleptic characteristics of traditional sheep meat dishes. There is a need for organizing gastronomic events to increase the consumption of sheep meat in our country. The main characteristics of the culinary preparations that are given attention to the purchase are: color, smell, shelf life and price. Much of the respondents (77.5%) pay attention to the details of the nutritional value of the culinary products they buy and consume. More than two-thirds of respondents prefer to buy meat products packed in natural membranes, while for 17.5% of them do not matter the type of membrane. Only 29.3% of people prefer to buy vacuumed meat dishes, while approx. 32% prefer traditional packaged products. Those surveyed know a wide range of sheep meat. These were consumed on various occasions. The most popular sheep meat preparations are: steak (88.1%), sheep pastrami (83.3%), and lamb scab (81%). The least known preparations are sheep floe (9.5%) and lamb rind (2.4%). Over 90% of those surveyed consumed home-made meat products from sheep. At the same time, 61% of people consumed them at relatives or friends. Other important eating places for sheep meat are the field feasts as well as gastronomic events. Respondents believe that the main advantages of sheep meat consumption are: meat is easily digestible, high content of Omega 3 acids and high iron and zinc content. Generally, in the respondents' families there is a number of 2-3 people who consume meat or preparations of sheep meat. Respondents have nominated several methods to promote sheep meat consumption. The most efficient ones are: participation with a stand at gastronomic events (65.9%), organization of traditional meals at the sheepfold (58.5%), organization of tastings (53.7%), on-line promotion 6%).
CONCLUSIONS
There are a number of opportunities for the sheep meat sector in the EU Thus, the EU has a leading position as a provider of high quality lamb products on a market that is only 87% self-sufficient at EU level. Sheep have a positive role in improving the environment, resources and biodiversity. They can provide ecosystem services and public goods to society. On the occasion of the workshops on the future of the sheep sector, held in Brussels in 2015 and 2016, it was proposed to declare a "European Day of Lambs", the main objective of which is to promote and encourage the consumption of lamb in the young generations, as well as the sustainable development of rural areas through the exploitation of the sheep. The EU Brussels Sheep Forums has highlighted the need to provide strong support to primary producers through direct CAP payments. It also needs to recognize the vital role that sheep play in enhancing the environment, hence the new concept of green payments for this sector. It is necessary to form a strong consumer preference for EU lambs by communicating the positive (natural product) and sustainable characteristics of the product. There is a need for a strong political framework for a sustainable, economically and environmentally sustainable European sheep sector. The sheep breeding sector in Romania has fully ensured the domestic needs of meat, cheese, wool and skins every year. Currently, a large number of breeders are targeting meat production due to the fact that sheep farming for this production requires less labor and there is a growing demand for export sales of fattened sheep. In Romania last year's "Choose Sheep" program was launched by M.A.D.R. as a campaign to promote information for the consumer on sheep meat consumption. It is also desirable to develop a culture related to the consumption of sheep meat. Indirect benefits of this program are the Romanian sheep breeders. For them, it is desirable to set up a wholesale market as an intermediary between farmers and distribution chains. [12] I believe that the best way to promote consumption of meat and sheep meat products is to organize gastronomic events dedicated to the consumption of this type of meat and visits to sheep farms, accompanied by product tastings. The main objectives that will have to be based on the development of the sheep sector development strategy in Romania are [9]: • Providing farm refreshments by setting up viable, sustainable and diversified farms; • developing the economic and environmental performance of farms and production systems (by improving the competitiveness of farms, productivity, production prices, labor productivity, product valorization); • Improving the food self-sufficiency of farms (developing sources of income, implementing strategic plans for sheep improvement and optimizing the diffusion of genetic progress);
• improving the performance of the branch (by optimizing the relationship between the demand and the market offer and the modernization of the branch); • Dissemination of new production techniques and promotion of sheep breeding.
• Productivity-oriented research aimed at production (new growth and organizational models to achieve higher and better yields to respond to zoning of sheep breeds).
